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Adapting to the ever-changing retail landscape is challenging many Consumer 
Packaged Goods (CPG), retail and supplier/agency organisations. 

I reached out to various experts and practitioners from around the globe  to gather 
some of their thoughts and insights - so that, as a community, we can glean from 
one another and share our knowledge and experience. 

WHAT AN AWESOME RESPONSE!

The response has been great and our team has collated the content and produced 
a publication which I hope will not only be of interest to you, but which will set the 
benchmark for many more such initiatives in the future.

There are various formats for you to enjoy taking in the content, from the e-book, to 
select podcasts and video.

As a team, we are looking forward to a great 2019 and hope to see many of you in 
the SME environment throughout the coming year. We have some really exciting 
new programs we will be releasing through the year and also some great initiatives 
we are working on together with our partners and affiliates.

So I wish you all the best for 2019 and trust it will be an AWESOME year for you 
personally and in business.

Enjoy - Gareth Hosking

FROM THE 
FOUNDER
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WE ASKED, THEY ANSWERED
shoppermarketingexperts.com

https://shoppermarketingexperts.com/


We had some burning questions that we asked our thought 
leaders to answer.

We asked them to call on their industry experience and offer us 
insight into what they believe this year holds for the world of retail.

So what will 2019 have in-store for us?

1. Will bricks or clicks grow faster?

2. Who holds the power when it comes to influencing the 
all-important shopper, brands or retailers?

3. With the rise of AI, will brands use augmented reality more to 
market their products in retail?

4. And when it comes to personal data, will security concerns 
affect the growth of shoppers readily sharing their information?

Have a look at what our shopper marketing gurus said, and let us 
know if you agree! Drop us an email, we would love to know your 
thoughts!

champion@shoppermarketingexperts.com, 

WE ASKED, THEY
ANSWERED 92%

Clicks

1. Will bricks or clicks grow faster?

8%
Bricks

Retailers

2. Who holds the power when it comes to influencing the all-important shopper, 
brands or retailers?

Brands

Start growing

3. With the rise of AI, will brands use augmented reality more to market their 
products in retail?

No

77%

15%

100%

0%

Not at all

4. And when it comes to personal data, will security concerns affect the growth of 
shoppers readily sharing their information?

To some extent

23%

62%

A lot
15%

Big time
8%
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World-class pedigree in developing and delivering shopper marketing, trade marketing, sales and the digital learning solutions

MIKE ANTHONY
MALAYSIA

TOBY DESFORGES
UK, EUROPE

PATRICK FITZMAURICE
ATLANTA USA

JANE FENNER
SOUTH AFRICA

 17 years of business 

experience at a leading 

global CPG business.. 

Doctoral interests and 

training in interdisciplinary 

cultural analysis. Excels in 

capability building.

A career helping companies 

build capabilities for growth. 

Responsible for the 

development and 

management of the Path to 

Purchase Leadership 

University.

Globally recognised author, 

consultant, speaker, business 

leader and blogger. With over 

25 years’ experience working 

with leading international 

consumer goods companies,

Author, international 

speaker, business leader and 

blogger. Mike’s life-long love 

affair with the global CPG 

industry, has given him 

incredible insight into every 

sphere of the field. 

OUR 
CONTRIBUTORS CPG, Retail and Supplier Experts

RICK ABENS
CHICAGO USA

Helping companies improve 

marketing productivity with 

practical analytics for over 25 

years. Prior to founding Foresight 

ROI, Rick held analytics 

leadership positions at Kraft 

Foods, Conagra and Kellogg.

https://www.linkedin.com/in/mikeanthony/
https://www.linkedin.com/in/tobydesforges/
https://www.linkedin.com/in/jane-fenner-9aab6b45/
https://www.linkedin.com/in/patrick-fitzmaurice-a753/
https://www.linkedin.com/in/rickabens/


HAMISH CLARKE
UK, EUROPE

DUNCAN WARDLE
CITIZEN OF THE WORLD

Helps retailers, brands and 

marketeers grow through agile 

tech, capability and innovation. 

Working in mature and 

emerging markets for Global 

Heavy weights within the 

FMCG world.

Ex-head of Innovation & 

Creativity at the Walt 

Disney Company. Now 

helps companies embed a 

culture of innovation and 

creativity across their 

organizations.

OLGA YUROVSKI
CINCINNATI USA

More than 15 years in the CPG 

and Consumer Electronics 

industries. Built Shopperations, 

standardizing and automating 

planning processes and 

enabling robust 

post-promotional analytics.

BUFF GREEBE
AUSTIN, USA

Senior executive with global 

expertise in FMCG and 

Consumer Health. Held 

leadership roles at Unilever, 

Coca-Cola, Novartis, and 

GSK in Asia, Europe & The

Americas. 

World-class pedigree in developing and delivering shopper marketing, trade marketing, sales and the digital learning solutions

OUR 
CONTRIBUTORS CPG, Retail and Supplier Experts

ANDREW SMITH
SOUTH AFRICA

Co-founder of Yuppiechef, 

which has grown into one of 

South Africa's leading online 

retailers, winning the 

country's Ecommerce 

Awards for best overall site 

each year since 2010.

https://www.linkedin.com/in/buffgreebe/
https://www.linkedin.com/in/olgayurovski/
https://www.linkedin.com/in/hamishpmclarke/
https://www.linkedin.com/in/duncanwardle/
https://www.linkedin.com/in/agsmith/


ANTON KOEKEMOER
SOUTH AFRICA

JUAN FELIPE VEGA
COLOMBIA

Over 15 years of international 

digital marketing experience 

and a successful track record 

in planning & leading digital 

marketing teams, campaigns 

and strategies.

Founder of shopperacademy.com 

and Catman & Shopper 

Marketing Conference 

 in Latin America, Juan has 

experience that spans a portfolio

 of recognized brands in 

B2C and B2B.

SCOTT MATTHEWS
SAN DIEGO USA

35+ years experience in business & 

technology solutions. Broad 

expertise in building &  developing 

innovative e-learning products, 

certification programs, and 

web-based learning solutions.

NICKI RUSSELL
SOUTH AFRICA

As the head of Innovation at Pick n 

Pay, Nicki is a 20yr+ experienced 

product developer with a 

demonstrated history of working in 

the retail industry and is skilled in 

trend analysis, and forecasting. 

World-class pedigree in developing and delivering shopper marketing, trade marketing, sales and the digital learning solutions

CPG, Retail and Supplier ExpertsOUR 
CONTRIBUTORS

ELIZABETH MOKWENA
SOUTH AFRICA

Custodian of Sunlight Portfolio 

across East & West Africa. 

Responsible for brand positioning, 

strategy development, innovation, 

P&L and talent management.

https://www.linkedin.com/in/nicki-russell-20268124/
https://www.linkedin.com/in/scottmatthews/
https://www.linkedin.com/in/antonkoekemoer/
https://www.linkedin.com/in/juan-felipe-vega-90033b41/
https://www.linkedin.com/in/mphothe-elizabeth-mokwena-7924a443/


CARLOS SOTILLO
BRAZIL

Involved in global trade marketing, 

consumer marketing and Business 

Development for over 20 years. 

Attuned to the global landscape and 

tactics that drive sustainable & 

profitable growth.

World-class pedigree in developing and delivering shopper marketing, trade marketing, sales and the digital learning solutions

CPG, Retail and Supplier ExpertsOUR 
CONTRIBUTORS

JUAN DOMINGUEZ
SPAIN

Experienced consultant, business 

school lecturer with incredibly 

strong go to market, trade, and 

shopper marketing background that 

helps define and create powerful 

commercial organizations.

GARETH HOSKING
SOUTH AFRICA

Entrepreneur, consultant, coach 

and business leader. Known for 

his drive and ability to bring ideas 

alive, 30 years’ experience in the 

strategy, marketing, brand and 

retail industry.

https://www.linkedin.com/in/juanmanueldominguezr/
https://www.linkedin.com/in/carlos-ignacio-alfonzo-sotillo-8338406/
https://www.linkedin.com/in/gareth-hosking-96471a31/
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EXPERT 
CONTRIBUTIONS

Expert contributors from across the globe offer insight on Retail, CPG, Service and Suppliers.

1. MASSIVE CONTRASTS. Those that deliver value… or don’t - Mike Anthony

2. BUT WAIT! Not every shopper will shop online - Toby Desforges

3. AUGMENTED PACKAGING. Augmented Reality by-passes physical space limitations - Dr Jane Fenner

4. CONTINUED DISRUPTION. Activating change in retail marketing is imperative - Patrick Fitzmaurice

5. OMNICHANNEL COLLABORATIONS. For CPG Marketers and Retailers to Win - Rick Abens

6. CPG’s RECLAIM DESTINY. Out-starting the start-ups - Buff Greebe

7. TECHNOLOGY AND MORE. Retail predictions for 2019 - Olga Yurovski 

8. AGE OF DISRUPTION. Bigger companies need to be agile - Hamish Clarke

9. SKILLS WORTH HONING: Four qualities that are ours alone - Duncan Wardle

10. SELLING TO THE OTHER 98%: The move to physical retail - Andrew Smith

11. MAKE MY LIFE EASIER. Know your market - Nikki Russell

12. TECHNOLOGICAL ADVANCEMENT. People need to get smarter too - Scott W. Matthews

13. ECOMMERCE MARKETING. The constantly changing landscape - Anton Koekemoer

14. BACK TO BASICS. Key for overall retail success - Juan Felipe Vega

15. GREEN PACKAGING. Go green or go home - Elizabeth Mokwena

16. CONSCIOUS AND RESPONSIBLE. The modern shopper - Carlos Ignacio Alfonzo & Juan Dominguez

17. ATTITUDE IS A DIFFERENTIATOR. In a new age of robots, stress and purpose - Gareth Hosking



MASSIVE 
CONTRASTS

Those that deliver 
value … or don’t



MIKE ANTHONY

The question is about how companies respond. Those that double down on costs, and believe they 

can win with price and discounts, will end 2019 under more pressure than they began. Those that 

embrace the new retail reality will be the ones that will see success, or at least will begin to see the 

glimmer of light at the end of the tunnel.

 

We’ll see plenty of experimentation at retail, plenty of ‘new shiny tech’. But much of that 

experimentation will fail, because it will be technology for the sake of technology’s sake: rather than 

focused on delivering a better experience. Companies that really understand what consumers and 

shoppers really desire as an experience will flourish.

 

In retail, we’ll see more acquisitions, partnerships and mergers and possibly a major bankruptcy or two. 

Large store formats will  continue to repurpose space as traffic and basket size continues to decline. 

Retail chains will continue to look at small store solutions, as convenience is clearly king. Discounters 

will not go away, and will continue to grow and become less like a discounter with every passing day. 

Large store retailers will cut ranges, and we’ll see private label share steadily growing. Online will 

continue to grow rapidly.

 

In summary 2019 will be a year of challenge, but a year of opportunity. A year for marketers at both 

manufacturer and retailers to really challenge themselves to deliver better experiences. To become 

truly customer-centric. To stop talking brands and categories, and to talk shoppers and missions. I 

really hope we see more of that in 2019!

Author, international speaker, 

business leader and blogger. 

Mike’s life-long love affair with 

the global CPG industry, has 

given him incredible insight into 

every sphere of the field. 

Resident Expert @ Shopper 

Marketing Experts 

Author, speaker, business leader and blogger

I predict 2019 will be a year of massive contrasts: a division between 

those companies that aim to create massive value by delivering the 

consumer and shopper experience their customer want, and those 

that don’t.

2019 will bring a year of pressure and unease for many brands and  

retailers. Retailer profits will remain under pressure, and those retailers 

will in turn put pressure on their suppliers. 

https://www.linkedin.com/in/mikeanthony/
https://www.youtube.com/watch?v=-yMrB9KCtYs
https://soundcloud.com/user-946884343/expert-insights-mike-anthony/s-Q7Uw2


BUT WAIT!
Not every shopper will 
shop online



TOBY DESFORGES

But to those who would consign traditional shops to the history books in 2019, I'd urge you to think 

again.

 

There's no doubt that many traditional chain stores will struggle and those in FMCG should be under no 

illusion: larger format supermarket and hypermarkets will struggle in the year ahead. But this doesn't 

mean that every shopper will switch online.

 

It's clear that for regular purchases, online retail doesn't meet the needs of, or even reach, the billions 

of people worldwide who live on lower incomes. Further, younger urban shoppers appear to favour 

more frequent purchasing to the bulk-buying that their parents' generation became so enamoured with 

and these shopping trips take place in the real world.

 

Though I'm certain the e-commerce channels will continue to be the fastest growing, in many 

categories this will be from a small base. My call for 2019 is that growth in convenience retail and in 

discount retail will continue to deliver the bulk of the growth in global retail sales. The winners this time 

next year will be those who can untap the opportunities in these channels as well as online.

Globally recognised author, 

consultant, speaker, business 

leader and blogger.  With over 

25 years of experience working 

with leading international 

consumer goods companies,

Resident Expert @ Shopper 

Marketing Experts 

President, speaker, author, and consultant

There's no doubt at all that 2018 has been a tough year for bricks and 

mortar retail. Where I sit in the UK, the traditional high street has borne 

the brunt not just of economic woes but also the inevitable rise of 

e-commerce. As I look further afield, there's no doubt that all around 

the world, shoppers are increasingly looking to ‘e-tailers’ to meet 

some of their needs. In China, for example, Singles Day on 11//11 saw 

the largest sales ever. 

https://www.linkedin.com/in/tobydesforges/
https://www.youtube.com/watch?v=xAc1GOqLcv0
https://soundcloud.com/user-946884343/expert-insights-toby-desforges/s-3JK5b


AUGMENTED 
PACKAGING

Augmented Reality by-passes 
physical space limitations



Dr JANE FENNER

A number of brands are already doing great brand-building campaigns in this area. For instance, an 

Australian wine brand has developed labels that literally come alive when activated, telling the histories 

of the convicts who inspired the range. Another example is an eco-friendly brand that uses AR to 

inform consumers of the fact that each of their products is sustainably sourced.

AR-embedded packaging has, however, yet to be fully embraced by the mainstream. Cost and tech 

constraints have, until fairly recently, made this more the domain of niche brands and social media 

companies. However, with both media and retail environments becoming increasingly costly and 

cluttered environments, AR on pack is likely to become more attractive to FMCG as a means of 

storytelling, engagement,and information sharing - especially as the technology advances and 

becomes more accessible.

One word of caution. AR is not a worthwhile investment for every brand and shouldn’t be considered 

just as a novelty-for-novelty’s-sake. The ‘new toy’ factor is likely to wear out in the not too distant future 

and consumers expectations for such experiences are set high. However, for brands with a layered or 

multifaceted story to tell, and can envision AR as an integral part of a creative strategy rather than a 

simple tactic, there is no time like the present! First movers have the best chance to differentiate 

themselves in any new platform.

One thing is certain, passive consumption is becoming increasingly obsolete, and Gen Z will continue 

the Millennial demand for interactive and collaborative experiences. As the primary communication 

interface of any brand, packaging needs to adapt.

17 years of business experience 

at a leading global CPG 

business.. Doctoral interests 

and training in interdisciplinary 

cultural analysis. Excels in 

capability building.

Resident Expert @ Shopper 

Marketing Experts 

Marketing, Communication and Consultant

Packaging has long served as the ‘go to’ source of brand information 

and, on occasion, entertainment (think children’s cereal boxes). 

However, up until now, the creative possibilities of packaging have 

been limited by sheer surface area. The demands of brand 

mandatories and market regulations have literally left little space to 

play. Augmented Reality by-passes this physical hurdle and offers 

brands potentially infinite ways to create an immersive brand 

experience.

https://www.linkedin.com/in/jane-fenner-9aab6b45/


CONTINUED 
DISRUPTION
Activating change in retail 
marketing is imperative



PATRICK FITZMAURICE

Consumer & Shopper empowerment will continue to disrupt the legacy systems of marketing & retail. 

The massive swings in consumer preferences – away from major brands, toward ‘authentic’ smaller 

brands, decreasing brand loyalty, demand for variety seeking – make a marketer’s challenge to drive 

growth even harder than it has been. And reaching people and connecting with them as shoppers in a 

fragmented media landscape strains communications efforts. 

This trend is not a technology issue – it is a trend of human behavior that is enabled by mobile and 

other technologies, but rooted in a powerful empowerment mindset (‘I want what I want, when I want it, 

how I want to get it’). Deeper insights are required to improve marketing activation efforts.

Application of sophisticated data analytics to drive improved business efforts will skyrocket. The CMO 

of IBM poses 4 technologies that will transform retail: cloud computing, AI, Internet of Things, 

Blockchain. Companies will begin to realize benefits of harvesting and activating both active and 

passive data streams of all sorts to better target, better message, optimize spend and deliver improved 

customer experiences – more profitably. Fluency and nimbleness will data to drive ‘real time’ business 

activities will be a new organizational success driver.

The ‘rethinking of commerce’ will accelerate. Retail will need to adapt to the fundamental shifts in how 

people ‘get stuff they need / want’. It is not about being ‘omni-channel’ or ‘enabling e-commerce’ – the 

trend will be new ways to deliver on what Doug McMillon, CEO of WMT declared as being a retailer 

delivering ‘frictionless, seamless shopping experiences at scale’. If you follow what WMT is doing – 

acquisitions, patents filed, pilot tests, etc. – you get a peek into where retail commerce might be 

heading, and what might be near term versus longer term. 

A career helping companies build 

capabilities for growth. Was 

responsible for the development 

& management of the Path to 

Purchase Leadership University

Affiliate @ Shopper Marketing 

Experts 

CEO 

https://www.linkedin.com/in/patrick-fitzmaurice-a753/


And beyond WMT, trends show US retailers investing significant capital in store remodels in attempts 

to connect the traditional store experience to new and emerging shopper expectations. The ‘store’ is 

changing.

Expansion of ‘brand marketing’ thinking and planning. Brand strategies and planning will increasingly 

incorporate more ‘downstream’ insights and elements, bridging a more commercial marketing mindset 

that extends all the way to retail. 

Thinking and acting in terms of ‘consumer marketing’ vs. ‘shopper marketing’ vs. ‘retail activation’ is 

increasingly being broken down by progressive companies. A uniting focus is making companies more 

agile in connecting legacy marketing to commerce under an integrated commercial framework, driving 

process change, funding shifts and the need for new skills and competencies across the business.

https://www.youtube.com/watch?v=UnUL5_ufUE4
https://soundcloud.com/user-946884343/expert-insights-patrick-fitzmaurice/s-Hp7Od


OMNICHANNEL 
COLLABORATIONS
For CPG marketers and 
retailers to win



RICK ABENS

Both retailers and CPGs will continue to evolve their omnichannel capabilities from a test &amp; learn 

to more mature capabilities in 2019.

Retailers are benefiting from an omnichannel media and sales strategy to compete with pure-play 

ecommerce retailers. They are leveraging their omnichannel position with both digital and in-store 

media to increase sales in both channels creating a synergistic effect. Their digital media, whether 

targeting an online or an in-store sale, is having effects on both sales channels. Digital shopper 

marketing ads have proven to be effective for both parties, especially when integrated with in-store 

media. Reaching shoppers at home drives traffic to stores and category growth. The digital ads also 

drive online purchases. Some retailers are also advertising their ecommerce site with in-store media.

The CPG brands, of course, fund these marketing efforts and require collaboration and transparency 

from the retailers. All too often, retailers are not fully transparent about the digital marketing cost per 

1000 or number of shoppers reached in the media packages they sell to CPG bands. This puts the CPG 

brands in a dilemma about whether to buy the digital media from the retailer and hope to get some 

display support or from a third-party media vendor, where the cost and number of impressions are 

clear. So, more CPGs are demanding transparency when buying digital media from retailers, especially 

the retailers who are disciplined in measuring the return on their marketing investments. This sets off a 

chain reaction of benefits. Retailers are more transparent about the digital media they sell, the CPGs 

can then be accountable to their stakeholders for the budget, which then helps them secure more 

investments in the future. We see this trend accelerating in 2019 as more retailers realize the 

transparency their CPG vendors need to secure shopper marketing funds and as they realize the 

synergies of combining multi-media integration with omnichannel strategies.

Helping companies improve 

marketing productivity with 

practical analytics for over 25 years. 

Prior to founding Foresight ROI, 

Rick held analytics leadership 

positions at Kraft Foods, Conagra 

and Kellogg.

Affiliate @ Shopper Marketing 

Experts

CEO and FounderI

2018 was a landmark year for omnichannel Consumer Packaged 

Goods (CPG) marketing after Amazon purchased Whole Foods in late 

2017. We saw most of the big CPG retailers testing their own 

omnichannel offers and delivery services in an effort to protect their 

market share. Many CPGs responded by beefing up or starting their 

own organizations to manage ecommerce. The most successful CPGs 

are collaborating with retailers on omnichannel strategies using a full 

path-to-purchase toolset to create impactful programs. 

https://www.linkedin.com/in/rickabens/
https://www.youtube.com/watch?v=talCXRa2k9Q
https://soundcloud.com/user-946884343/expert-insights-rick-abens/s-iD5rD


CPG’s RECLAIM 
DESTINY

Out-starting the 
start-ups



BUFF GREEBE

As a new year has begun, let us share our view on what’s in store for CPG players in 2019.

2019 will be the year in which traditional CPGs can reclaim control over their destiny if they accept why 

and how their cosy world is being disrupted and if they are open to change their approach.

Consumers want everything, every time, everywhere, enabled by technology.

Digital transformation will continue to rewrite the rules and disrupt the world of CPG and Retail. 

Traditional CPGs will keep struggling to find a definitive answer to the onset of ‘a thousand 

ankle-biters’, consumer-centric, asset-light startups that all of a sudden are challenging incumbents 

with hypersegmented, personalized offerings. Traditional Retailers will continue experimenting to find 

competitive and sustainable answers to pure play e-commerce players. Demarcation lines between 

CPGs and Retailers will blur even more as CPGs continue to experiment with DTC and Retailers 

aggressively pursue premium private brands.

Don’t waste your money.

Old school players will continue muscling their way in by spending very high multiples on successful 

startups, with the risk of overloading the entrepreneurial spirit with big company bureaucracy. More 

in-house accelerators will be created to get a seat at the table with early-stage startups, but often this 

is nothing more than a PR-nod to the investment community without truly participating in the new 

economy or changing the corporate mindset. Sadly, many CPGs (large and small) will continue to stick 

their head in the sand and hope for it to go away.

Senior executive with global 

expertise in FMCG and Consumer 

Health. Held leadership roles at 

Unilever, Coca-Cola, Novartis, and 

GSK in Asia, Europe & The

Americas. 

Affiliate @ Shopper Marketing 

Experts 

Owner and Founder LaunchSpace LLC

https://www.linkedin.com/in/buffgreebe/


Give the ankle-biters a run for their money.

We would like to suggest an alternative route: out-start the startup. Let’s not forget that over 90% of 

startups fail due to lack of funding and lack of management depth. The opportunity for traditional 

CPGs is to build strategies that embrace the mindset of start-ups whilst leveraging the corporate 

muscle of a CPG, e.g. funding ability, management discipline, global reach. This is something startups 

do not typically have.

Set-up lean and dedicated teams, unhindered by corporate bureaucracy. Let them experiment with 

small brands, develop their own, or buy early stage. Let them iterate until they get it right, and utilize 

a dual value chain with co-packers before scaling up on the corporate machine. Let them build a 

portfolio of purpose-led brands. Let them design and implement seamless omni-channel 

experiences.  Give them access to corporate resources on an opt-in basis. Once successful, let the 

corporate culture be infected with the mindset of these in-house entrepreneurs.

Out-start the startup, make your perceived weakness a strength and give the ankle-biters a run for 

their money. Embrace the mindset of startups, but leverage the corporate muscle of a CPG.

We at LaunchSpace are passionate about defining and executing such strategies for our clients. We 

know the world of CPGs around the globe, and are embedded in the hotbed of the new economy. 

Let’s talk.

https://www.youtube.com/watch?v=jVN2JLs3yYA
https://soundcloud.com/user-946884343/expert-insights-buff-greebe/s-0IKFU


TECHNOLOGY 
AND MORE
Retail predictions 
for 2019



OLGA YUROVSKI

1. BETTER FOR YOU AND SOCIAL RESPONSIBILITY TREND IS HERE TO STAY

Modern technology empowered consumers to seek products that meet their needs higher on 

Maslow's pyramid. The same technology allowed new business models and empowered niche brands 

to meet these new demands. More and more shoppers will seek better for you, natural and organic 

brands that align with their values and lifestyle. Brands that support social causes and stand for more 

than just physical features and benefits will continue to thrive. Social commerce will play a huge role in 

generating awareness and trial for these new niche brands, until they are no longer niche.

 

2. FRICTIONLESS SHOPPING IS THE NEW RETAIL BATTLEGROUND

Online and offline shopping will continue to merge, both in terms of M&A activity and partnerships, as 

well as technology capabilities that enable even more frictionless shopping experience. Click and 

collect for groceries and home delivery services will become mainstream and gain a loyal following. 

"Checkoutless" stores and "smart carts" will come to more cities. Making it easy for shoppers to part 

with their money and turning every store or website visit into a positive experience will be the new 

retailers' obsession.

 

3. E-COMMERCE INVESTMENTS WILL BECOME MORE PRAGMATIC

Massive pure play e-commerce retailers like Amazon will get more scrutiny from brands in terms of 

ROI. The “land grab” era where brands were trying to stake the territory at any cost to amass learnings 

and establish their presence is coming to an end, and tough questions will be asked about media and 

promo effectiveness. 

As for retailer.com, or brick & click initiatives, they are likely to get more funding due to slow in-store 

sales growth. 

More than 15 years in the CPG and 

Consumer Electronics industries. 

Built Shopperations, standardizing 

and automating planning 

processes and enabling robust 

post-promotional analytics.

Affiliate @ Shopper Marketing 

Experts

CEO, Shopperations Research and Technology

I am by no means clairvoyant, but I talk to enough marketing 

managers and attend many industry conferences to offer my version 

of 2019 top trends and predictions.

https://www.linkedin.com/in/olgayurovski/


However, CPG companies will be less inclined to place all their growth bets on e-comm at the expense 

of effective in-store strategy since e-comm is still a relatively small channel that can't offset in-storer 

sales losses. Having visibility across in-store and e-comm domains and holistic JBP strategy will be 

paramount.

 

4. "RETAIL MEDIA" BOOM WILL CONTINUE

Pressure on brands to participate in “Retail Media” programs, or pay-to-play activities, will continue to 

mount as more and more retailers are rolling out such capabilities/platforms. Expect more retail chains 

launch their versions of Kroger Precision Marketing or Walmart WMX platforms. The challenge for 

CPGs will be to quickly and accurately measure these programs' ROI and to effectively navigate retail 

partners' siloed organizations. CPGs will need to leverage these digital and traditional media 

investments for incremental in-store support, where most sales and profits are still generated. This 

means that CPG sales has to learn marketing analytics and marketing analysts have to learn now to 

develop pragmatic, actionable insights and recommendations.

 

5. MICRO-INFLUENCERS WILL COMMAND MORE MARKETING DOLLARS

Due to continuous proliferation of media channels and mistrust in mass media, reliance on creators, 

bloggers and other social media personalities will be growing.  Micro-influencers, as opposed to major 

celebrities, will become a more prominent channel for brand marketing. This is especially true for 

brands that are starting to market to Generation Z consumers who grew up consuming such content. 

Check out new platforms that are developed to help manage micro-influencer relationships and see if 

it's the right channel for your brand.

https://www.youtube.com/watch?v=5AER5P4-XVQ
https://soundcloud.com/user-946884343/expert-insights-olga-yurovski/s-yuS6r


AGE OF 
DISRUPTION

 Bigger companies 
need to be agile



HAMISH CLARKE

One of the reasons for this exponential growth is that consumers are demanding brands that are 

healthier, more sustainable and have a stronger green cred. For instance, if we look at low and 

non-alcoholic drinks, the category growth within the UK is up to three hundred percent

Another driver is that there is a general lack of trust in bigger brands. This is a major factor driving 

shoppers towards smaller niche brands. The ability to trace ‘field to fork’ has driven this as well as the 

growing awareness amongst younger shoppers about the holistic impact of the purchase decision on 

their own health as well at the environment. 

Then we have the facilitators - or what I like to call the democratisation of choice - with companies like 

Amazon where you can have smaller players, shoppers can find the products that they are looking for 

and get them on demand. I think that this will be a huge trend for the FMCG world. It is a steep 

challenge for bigger players. 

In order to ride this wave unscathed, the bigger companies need to be agile. They need to ensure their 

teams are skilled, focussed and work in a learning/failing culture. It is imperative that they have the 

right people working on the right products. 

And lastly, companies need to focus more on the product, and by this, I mean put the product 

development process ahead of the profitability matrix.  The product is essential it must be shopper 

AND consumer centric. Accordingly, there needs to be a concerted effort towards developing really 

good sustainable products that people will continue to buy.

Helps retailers, brands and 

marketeers grow through agile 

tech, capability and innovation. 

Working in mature and emerging 

markets for global heavy weights 

within the FMCG world. 

Affiliate @ Shopper Marketing 

Experts

Founder, Klynk Ventures

We are in the age of disruption, be it taxis, holidays or the products we 

consume – on demand convenience is how we now live and buy. 

 

In the USA alone 25% of the value of top 100 FMCG companies has 

been lost to smaller brands over the last 5 years alone. This has 

created a challenging situation for both retailer and FMCG companies. 

Smaller brands contribute towards up to sixty-seven percent of 

category growth. This is a trend I foresee as one which will continue 

over the next few years. There are 3 main drivers of this change.

https://www.linkedin.com/in/hamishpmclarke/
https://www.youtube.com/watch?v=n5hZ1gMXzzg
https://soundcloud.com/user-946884343/expert-insights-hamish-clarke/s-UBrlb


SKILLS WORTH 
HONING
Four qualities that are 
ours alone



Look at how children can be entertained for hours with the mundane, a box is no longer a box but 

rather a conduit used to enact the fantastical. 

Take intuition for instance, consumers make the majority of their decisions using their gut. Whether it 

be clothing, vacations what movie to watch, they do not use the six million odd neurons in their brain to 

make that decision, rather they tap into their second brain - their gut - which boasts one hundred 

million neurons. How would you replicate that feeling at the pit of your stomach, that prickly sensation 

when being watched? You can’t!

Albert Einstein is quoted as saying: “I am neither clever nor especially gifted. I am only very, very 

curious.” He then added “It is a miracle that curiosity survives formal education!” Children ask why. Then 

they ask why again, and again and again. The insights that can be gained from this kind of tenacity are 

inumerable. 

Lastly, there is creativity. Although robots can arguably paint better than even the all-time greats, they 

are programmed to do so. They have been told what masterpiece to create, there is no expression of 

self, creativity.

It is using these four mainstays that humans can compete against artificial intelligence.

DUNCAN WARDLE

Ex-head of Innovation & 

Creativity at the Walt Disney 

Company. Now helps 

companies embed a culture of 

innovation and creativity across 

their organizations.

Keynote Speaker, Innovation & Creativity Consultant

Artificial intelligence is becoming more and more prevalent. However, 

there are four core qualities that cannot be replicated and therefore 

cannot be programmed into computers. 

Those four characteristics are distinctly human, something that we are 

born with. Specifically I am talking about imagination, intuition, 

curiosity and creativity. 

https://www.linkedin.com/in/duncanwardle/
https://www.youtube.com/watch?v=-vz8fPX3KD8
https://soundcloud.com/user-946884343/expert-insights-duncan-wardle/s-SWhc5


Selling to the 
other 98%

The move to 
physical retail



ANDREW SMITH

1. Great in-store technology:

- Mobile Point of Sale systems that allow checkout anywhere in our stores. No more tills and queues to pay.

- The ability to buy anything in our range, even if it isn’t in the store.

- Enabling a variety of payments methods – Zapper, Snapscan, eBucks or Discovery Miles.

- Access to information on all products in store via QR codes - watch videos with the in-store Wi-Fi, read the 

reviews of what other customers have written, and add the product to your wish list or wedding registry.

2. Frictionless movement between channels:

- Frictionless movement and customer support when interacting with us online or in store.

- The same price through all channels. There will never be a difference in price online or in a store, or one 

special in the store and one special online, because our customers see us as a single brand.

3. Flexibility in receiving, collecting and returning:

- This is the most obvious for us – the flexibility in how to receive, collect and return anything going in any 

direction from wherever you are. That includes paying in-store and having a gift delivered to another city 

with a hand-written note.

4. Impeccable service

By being specialists in a category we can provide face-to-face or online expert advice from teams who are 

knowledgeable and friendly.

We have embarked on a major strategic shift, from seeing ourselves as Yuppiechef.com, the e-commerce 

site, to Yuppiechef, the modern retailer. Ultimately, it's about inviting our consumers to interact with us and 

experience our brand on their terms – and that trend will continue far beyond 2019.

Co-founder of Yuppiechef, which 

has grown into one of South 

Africa's leading online retailers, 

winning the country's Ecommerce 

Awards for best overall site each 

year since 2010.

Co-Founder & Managing Director

We believe that the future of retail is omnichannel – serving the  

customer whenever and wherever that customer might be – whether 

that’s in an actual store or online, or a combination of many channels. 

Customers deserve better than being forced into a price-sensitive 

online bun-fight, or boring physical retail experience.

Retail that will survive and thrive into the future is technology-rich, 

frictionless, flexible, and underpinned by great service.

https://www.linkedin.com/in/agsmith/


MAKE MY 
LIFE EASIER

Know your market



NIKKI RUSSELL

It is all about me – make my life easier, quicker, save me money, make health accessible and real.

 

1. Consumers are fixated with their own realities, whatever it means to them at that point in their 

lives. Key is understanding the various life stages and relevant requirements.  

The expectation is that retailers will understand these needs and offer solutions that are accessible and 

add value.  They are looking for the retail experience that will meet their needs and make the shopping 

experience an exceptional one. 

2. Make it sustainable, No more plastic – Find sustainable solutions for packaging food and to replace 

the use of plastics in retail.  The tolerance for plastic has gone, even from those in the price sensitive 

and more budget aware customers.  

The requests to make changes in this area are ongoing and real.  There are not enough solutions and 

price is still a huge barrier.  This is a challenge that we need to find solutions for.

3. Elevated Health with a focus on convenience – Health has been a key trend for a long time 

however it is now becoming a lifestyle norm and expectation and as a result there is a need for retailers 

to make health convenient and quick. 

As the head of Innovation at 

Pick n Pay, Nicki is a 20yr+ 

experienced product developer 

with a demonstrated history of 

working in the retail industry 

and is skilled in trend analysis, 

and forecasting. 

Innovation and Trend

https://www.linkedin.com/in/nicki-russell-20268124/


TECHNOLOGICAL 
ADVANCEMENT
People need to get 
smarter too



SCOTT W. MATTHEWS

From a learning and development perspective many job roles will be altered, disrupted or completing 

eliminated over the next decade. Let’s take Machine Learning for example. 

Algorithms will continue to advance and “learn” on their own, consuming datasets, identifying trends 

and other key insights making content more targeted, personalized and efficient. The need for people 

to do the manual tasks of data sorting and analysis will be handled by algorithms.

“TECHNOLOGY BY ITSELF IS NOT THE DISRUPTER”

Now having said that I’m a firm believer that technology by itself is not the disrupter, but rather 

business leaders not being prepared, or not having properly trained and skilled employees to support 

and service these changing business and customer needs. This is in my opinion is the biggest threat to 

business and personal success.

So, what does all this mean for our clients and team? It’s all about understanding and learning how to 

build new skills, knowledge and capabilities in employees around these new technologies to be 

successful. Our mission and purpose is to provide innovative training, tools and learning technologies 

that build the right skills, capabilities and confidence for learners.

The companies, and maybe more importantly, the people who invest in themselves to build new skills 

and “get smarter” will win the day.  I believe that as much as businesses are investing in helping 

machines get smarter, there is a thirst for people to get smarter too.  And the only way any of us get 

there is through continuous learning.

35+ years experience in business & 

technology solutions. Broad 

expertise in building &  developing 

innovative e-learning products, 

certification programs, and 

web-based learning solutions.

Affiliate @ Shopper Marketing 

Experts

CEO and Managing Partner

Almost every future trend report you read states advances in 

technologies such as Artificial Intelligence (AI), Machine Learning, Data 

Sciences and Predictive Analytics for 2019 and beyond. Well, I agree 

100% that these key technologies will continue to be leading factors to 

abrupt change in both our business and personal lives. 

https://www.linkedin.com/in/scottmatthews/


ECOMMERCE 
MARKETING
The constantly 
changing landscape



ANTON KOEKEMOER

The ecommerce marketing landscape is one that continues to change and adapt, with each year 

bringing new opportunities. Despite the misconception that ecommerce is on the way out, this market 

is not going anywhere anytime soon. 

Thanks to the rise of multi-channel marketing, personalisation, and upselling/cross-selling, 

ecommerce will continue to grow, offering store owners plenty of opportunities to reach customers in 

new and improved ways.

Consumers today have more choice than they’ve ever had, with the ability to purchase just about every 

type of product from anywhere in the world. With a reliable internet connection, shoppers are able to 

make purchases from any device - mobile, tablet or computer. How exactly is ecommerce marketing 

adapting and what can etailers learn from this evolution?

How ecommerce marketing continues to evolve

There are a few key ways that the ecommerce marketing landscape is constantly shifting, including the 

following:

Multi-channel marketing

Gone are the days of online stores relying on a single channel to grow their reach. Today, online 

retailers are incorporating rich, multi-channel strategies that incorporate a wide range of platforms - 

social media, mobile, email, lead generation, content marketing, and various other channels help to 

create a well-rounded strategy.

Over 15 years of international 

digital marketing experience 

and a successful track record in 

planning & leading digital 

marketing teams, campaigns 

and strategies.

Digital Marketing Specialist

https://www.linkedin.com/in/antonkoekemoer/
https://www.linkedin.com/in/antonkoekemoer/


Personalisation & customisation

Faceless, generic campaigns have given rise to personalised, customised campaigns that target 

customers in a far more targeted way. Tools such as segmentation, customisation, and lead scoring are 

used alongside personas to create campaigns that target core audiences for a tailored shopping 

experience that drives sales and loyalty.

Upselling & cross-selling

Both upselling and cross-selling are also on the rise. There are many ways to successfully incorporate 

both of these strategies within your campaign in a way that drives conversion. These strategies are a 

great way to drive both customer acquisition and retention, while also increasing order size and value. 

To stay ahead of the increasingly high competition within this often challenging sector, it is essential to 

keep growing and improving. When you are able to consistently refine your ecommerce marketing 

strategies, you will be able to keep up with the ever-changing landscape without falling behind.



BACK TO 
BASICS

Key for overall 
retail success



JUAN FELIPE VEGA

As local shoppers are both more cautious on spending and way smarter on defining where would they 

find their most cost-effective choices during their shopping missions, challenges arise on taking over 

the basics. 

I will focus on what is going on in Colombia, which could serve as a kind of regional reference 

(excluding Venezuela for obvious reasons); please consider shopping behaviors differ between 

countries, but it serves as to this regional view to get a glimpse on our upcoming 2019 challenges. 

Discounters arrived some 5 five years ago and heavily disrupted the CPG’S mold in Colombia. 

Shoppers shifted from shopping on average at one banner only, to more than seven stores to fulfill 

their groceries and pocket needs. Private label brands came along with discounters setting a high bar 

for well established brands to prove them if they had what it takes to win. The new discounter prom 

queen had suddenly arrived!

Along with this discounter formats expansion, a new era of smart shopper had just begun. Shoppers 

realized that low prices could be obtained at these new stores and via their private label products… 

Those were even better in quality (in some cases). Shoppers thought to themselves: how is it possible 

that I paid such prices for an average product? Something is super-wrong. God bless this new 

discounter!  Under this new scenario, all channels got disrupted. 

Now, for 2019 It is all about making it right on the back to basics or fundamentals. Understanding how 

trade marketing, category management and shopper marketing capabilities work together is urgent in 

order to get the most out of the smart shoppers visit to each format and to get them satisfied fast. It 

demands efficient assortment, better in store communications and defining the value of traditional 

brands and experiences which resonate in this progressive landscape.  

Founder of 

shopperacademy.com and 

Catman & Shopper Marketing 

Conference in Latin America, 

has experience that spans a 

portfolio of recognized brands 

in B2C and B2B.

Head of strategy

Drawing the line between what is “urgent” and “important” for retailers 

and brands in Latin America would be key for overall retail success in 

2019. Let us not get overwhelmed by the digital transformation 

tsunami yet… As our businesses will change during upcoming years, 

immediate action on the “physical store” execution fundamentals 

demand a better approach in order to reach successful growth. 

Thinking “glocal” comes in handy nowadays when thinking about our 

fast-growing Latin-American economies. 

https://www.linkedin.com/in/juan-felipe-vega-90033b41/


GREEN 
PACKAGING
Go green or go home



ELIZABETH MOKWENA

The packaging and manufacturing industries are under increasing pressure to find eco-oriented 

alternatives to deliver goods to consumers.

Consumers are also demanding that multinationals, who are the biggest generators of plastic waste 

account for their impact on the environment. This has compelled many large players in the FMCG 

industry to self-regulate. An example is Coca Cola, who in 2015 launched the new PlantBottle™; a fully 

recyclable plastic bottle made from renewable plant sugars. In December 2018, Coke launched the 

100% PET recycled Bonaqua bottles and; pledged $38M to stimulate recycling efforts in Africa.

Unilever launched its 100% bio-degradable teabags, and committed to making all their teabags 

plastic-free. Proctor & Gamble has also launched shampoo bottles, made of recycled plastic. ‘Green 

plastics”, however, brings with them many challenges; cost being an obvious one. Whilst 100% 

biodegradable alternatives have been available for some years, the financial viability of these options 

makes adoption challenging on a mass scale. 

Disruptor businesses like OceanSaver, a company that sells eco-friendly household products, still 

remain niche. The other obvious challenge is the most packaging alternatives fail to offer the same 

longevity that plastic does (think about the cardboard straws that disintegrates as you sip or caked 

washing powder in a corrugated box).

Nonetheless, the move to more sustainable packaging options is in motion and will remain a trend over 

the next couple years. Whether decomposable, biodegradable, recyclable or reusable; packaging is 

going green, and those companies that fail to get on the green train will find themselves in the red.

Custodian of Sunlight Portfolio 

across East & West Africa. 

Responsible for brand 

positioning, strategy 

development, innovation, P&L 

and talent management.

Marketing Manager

With an estimated 8 million tonnes of plastic dumped in the ocean 

each year, society’s awareness of the damaging effects of single-use 

plastics is peaking. Thanks to David Attenborough’s Blue Planet, 

videos of turtles swimming in seas of plastic and whales with 

stomachs full of plastic have flooded our conscious. Resultantly, 

Plastic” has replaced “Sugar” as the industry’s new swear word.

Countries like Kenya and Rwanda have banned plastic bags; with 

others imposing partial bans and taxes on single-use plastics.

https://www.linkedin.com/in/mphothe-elizabeth-mokwena-7924a443/


CONSCIOUS AND
RESPONSIBLE

The modern 
shopper



CARLOS IGNACIO ALFONZO

ORGANIC: Bigger number of producers are adopting more rigid rules about the use of fertilizers 

expanding the variety of organic products with bigger spaces and lower prices, gaining acceptance 

across all social economical levels.

ONLINE: is not only growing in terms of transactions, but also is incorporating new categories such as 

fresh fruits and vegetables.

ENVIRONMENTALLY ACTIVE: In July 2018 all plastic straws were banned in the state of Rio de Janeiro 

as a result of millions of signatures collected in just few days through Internet. Since then, the On 

Premise channel has suffered to replace those made in plastic with paper straws. 

Consumers are changing habits carrying their own straws made of glass, stainless steel and bamboo. 

Furthermore, the amount of shoppers bringing their own recyclable bags to the supermarket replacing 

traditional plastic bags is growing across Latin America, motivating Grocery Stores to review their 

packing and recycling policies.

SOURCING MATTERS: More shoppers concerned about how the products are manufactured (ex. type 

and sourcing of raw materials, production process, and even what is done with residual waters and 

discarded materials).

PRIVATE BRANDS ARE WINNING ACCEPTANCE: The number of private brands is expanding in almost 

every category, gaining space from traditional industries with long brand heritage.

Involved in global trade 

marketing, consumer marketing 

and business development for 

over 20 years. Attuned to the 

global landscape and tactics 

that drive sustainable & 

profitable growth.

Partner and director

JUAN DOMINGUEZ

Experienced consultant, 

business school lecturer with 

incredibly strong go-to-market, 

trade, and shopper marketing 

background that helps define 

and create powerful 

commercial organizations.

CEO

https://www.linkedin.com/in/carlos-ignacio-alfonzo-sotillo-8338406/
https://www.linkedin.com/in/juanmanueldominguezr/


CHANNELS

PICK UP & DELIVERY GROWTH: from grocery to construction materials, the number of stores 

incorporating delivery service as home consumption is growing and online shoppers are increasing.

C-STORES TURNED INTO PICK UP STATIONS: Ipiranga (the largest C-Store network in Brazil) started 

this year to install at their premises lockers that can be used by online shoppers to secure their 

purchases. Not only this is becoming a solution for a huge amount of people, living in difficult access, 

dangerous zones, or living alone with nobody to receive packages at home but also, it is becoming a 

new source of shopper’s traffic and rental income to their business. Another example is Oxxo, the 

largest C-store network in México with more than 18.000 outlets, who will expand its pilot program that 

uses the convenience stores as package pick-up points for Amazon.com Inc.

ASSOCIATE OR DISAPPEAR: The number of independent stores that are getting together in the form of 

Associations are growing, Unions or Franchises in order to protect themselves and gain 

competitiveness vs Home Centers, Hypermarkets and big established franchises. Example: Disensa, 

the franchise of construction material stores of LafargeHolcim in Latin America.

TRADITIONAL TRADE IS FIGHTING BACK: New electronic services platforms are helping small 

grocery stores and miscellanies in Mexico and Central America to accept electronic payments with 

credit, debit and voucher cards, receive service payments and online sales. These platform also help 

them increase productivity in their daily operations, and thus increase their competitiveness with other 

business formats of larger scale (http://www.blm.mx/es/index.php).



ATTITUDE IS A 
DIFFERENTIATOR
In a new age of robots, 
stress and purpose



Increased pressure from the PEST environment

2019 will be a year where organizations will need to continue to adapt and manage increasing 

pressures and unplanned influences from the PEST (political, economic, social and technological) 

environment. Political turmoil, economic instability, social issues and tensions, and technological 

advancements will play a role in how organizations continue to do business profitably, whilst dodging 

the pitfalls, keeping up the pace and still trying to please the large majority of global citizens.

Purpose before profit

Businesses are being challenged to place purpose before profit (not at the expense of profit, just 

before it) - a more open and honest relationship with customers, consumers, shoppers and the 

community. Those who embrace this approach will herald in new models which are no longer based 

alone on shareholder value at all costs, but also on social, authentic, collaborative and inclusive value. 

Learning is changing

In this regard, self-paced learning is set to decline into the new decade and learning methods and 

platforms will continue to be driven by the richness of their content, members, mentors, networkability 

and instant knowledge acquisition value - versus the traditional learn at your own pace and one to 

many models of the past - we are now in the many to many economy. Collaboration, crowdsourcing, 

communities of practice, co-development and mentoring and learning networks will continue to 

mushroom in many forms, shapes and sizes into the new decade. 

Gareth Hosking

Entrepreneur, business composer, 

founder and connector. Known for 

his drive and ability to bring ideas 

to life. 30 years’ experience in 

business development, strategy, 

learning development, marketing, 

brand, retail and technology.

Entrepreneur and Business Composer

In 2018 I got to meet and work with many really inspiring and 

wonderful people from across the globe - Venezuela to South Africa, 

Australia to Malaysia, Croatia, Greece and Israel, to the UK and USA. 

What an awesome privilege not only to be of service, but also to 

glean, learn and absorb the richness of experience, knowledge and 

thinking from so many. I say thank you to all those who imparted such 

value and for the opportunity to meet and share..

https://www.linkedin.com/in/gareth-hosking-96471a31/


Robots, anxiety, instantly global and digital dreams

2019 will be a year of continued focus on the digital and data domain and the world of innovation, 

automation, robotics and artificial intelligence. Anxiety and stress will also rise together with the fear of 

the unknown, missing out, or being left behind. In fact, it has been reported that millennials are by and 

large the most anxious generation and that 79% of Americans are afflicted by stress. “Stress” has 

actually been dubbed the “Health Epidemic of the 21st Century” - a threat to engagement, productivity, 

retention and looming health care costs. Today anyone can open a shop and be global in an instant - 

and from as little as $29 pm on Shopify for example. This will continue into the future with more and 

more people looking for ways to supplement their income or start their own business. Many will also 

continue to chase their dreams in the digital realm as fragmentation of entertainment and retail 

continues unabated. Think subscribing for Hello toothpaste. Think a 7-year-old boy named Ryan who 

earned $22 million last year for uploading YouTube videos of him playing with toys.  

Attitude - a true differentiator

In chatting with Dr Brian Harris (acknowledged internationally as a thought leader in the field of retail 

management) just before finalising this publication, he was sharing his thoughts of the future of retail. 

He highlighted a triangular model - at the bottom, knowledge, next, skill to apply that knowledge, and 

at the top, attitude. He stated that, in his experience, many have the knowledge, many have the skill to 

apply that knowledge, but often the difference came down to attitude.

Whilst this may sound a little up in the sky, I believe our attitude, our imagination, intuition and 

disposition, will grow as a future differentiator.  Whilst we might face challenges, stresses and 

opportunities, how we see things, how we approach things, our mindset, actions and reactions, is ours 

alone, our very own differentiator; not even the robots can take it away! 



Final thanks

I take this opportunity to thank all who input into this publication; for taking time out of your busy 

schedules to share your thoughts and impart knowledge and insight. Thank you.

To our partners and affiliates who have contributed to the cause, a big thank you.

To all clients and subscribers who take the time to read through this publication, thank you for your 

continued support and commentary.

To our team from around the world, you are the best. 
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